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ABSTRACT

THE USE OF CHOICE TO REDUCE NEGATIVE REACTIONS TO ONLINE
INTERSTITIAL ADVERTISING

Paul Vogt, MA
Department of Communication
Northern Illinois University, 2017
Dr. David D. Henningsen, Director
This thesis investigates choice as a way of reducing the negative reactions people have
toward advertising. Specifically, online interstitial advertisements are examined when
participants have a choice of commercials. Results indicate that choice, sex, and the
advertisement itself interact to reduce measures of reactance (i.e., anger and negative cognitions).
Intrusiveness is shown to be negatively associated with attitudes toward the brand and attitudes
toward the advertisement when participants had a choice of advertisements. Cognitive responses
were shown to be positively related to attitudes toward the advertisement and anger was shown
to be negatively associated with attitude toward the brand.
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1. LITERATURE REVIEW

Introduction

Technological advances have led to new methods of consuming media. It has also
increased the creativity of advertisers in reaching consumers. Estimates of advertisement
exposure have ranged from the hundreds to thousands of advertisements per day. Regardless of
what the actual number is, it is evident that the number is high. It is not unreasonable then to
assume that advertising may be viewed negatively (Ha & McCann, 2008; Daechun & Sang
Hoon, 2007; Tanyel, Stuart & Griffin, 2013). Technology has created possibilities for
advertisers to be more effective at overcoming these perceptions. One newer form of advertising
is interstitial advertising. I propose, in this study, that offering consumers a choice of
advertisements in interstitial advertising will decrease negative reactions to the advertisement.

Interstitial Advertising

Advertisers are spending more money on new forms of internet video advertising (Li &
Lo, 2015). One example is the interstitial commercial: A form of non-skippable, in-stream video
advertisements. For example, entertainment applications such as Comcast on demand, YouTube,
and Hulu have utilized this technique. As users are have greater interactivity opportunities, such
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as fast forwarding through content, these advertisements are generally controlled so that the
advertisements are not able to be skipped over.
Interstitial advertisements are distinguished from pop-up, banner, and other forms of
advertising by the viewer’s inability to avoid the advertisement. In other types of
advertisements, separate pages or boxes may be exited or avoided easily as the viewer continues
with their task. In the case of interstitials, the advertisement must be viewed until it is completed
before allowing the viewer to continue their task. Interstitial commercials, then, resemble
broadcast television commercials. However, while technology has allowed people to skip past
television commercials by recording programs and fast forwarding through the commercial, the
interstitial advertisement must run before the viewer can continue to view the desired content.
Thus, interstitial advertising increases the likelihood that the viewer will be present during the
advertisement.
Generally, the internet is easily navigable and a person’s behaviors on the internet are
mostly unrestricted. People are free to move from page to page avoiding content that they do not
care to see. However, when viewing video content on the internet, such as a video on YouTube,
viewers can find themselves forced to view interstitial advertisements before they are able to
proceed to the video they had chosen. Since interstitial advertisements are not skippable,
viewers must watch, or wait, until the advertisement is over in order to proceed. The time a
person spends watching these advertisements delays viewing of the video they had selected. The
delay caused by the interstitial advertisement could create more negative impressions of the
advertisement and the advertiser than more avoidable forms of advertising. The viewer is
essentially a captive audience.
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As I have mentioned above, technology allows for a greater degree of interactivity with
content. Allowing the viewer to choose between different advertisements may be one way to
decrease the negative reactions that viewers hold toward the advertisement and the advertiser.
Next, several ways that interstitial advertising may produce negative reactions will be explored
and I will then consider how choice could lessen those effects.

Intrusiveness

Intrusiveness, as defined by Li, Edwards and Lee (2002, p. 39), is “a perception or
psychological consequence that occurs when an audience’s cognitive processes are interrupted”.
Intrusiveness is brought about by online and interstitial advertisements (Cong & Meeds, 2005;
Edwards, Li & Lee, 2002; Wei & Wu, 2014; Ying & Gronhaug, 2009). In the case of interstitial
advertising, goal impediment (i.e., a threat to freedom) would seem to produce perceptions of
intrusiveness. An interstitial advertisement would be considered a goal impediment because the
advertisement delays the fulfillment of the function the user sought (i.e., watching a specific
video).
Perceptions of intrusiveness have been associated with negative attitudes toward an
advertisement (Goodrich, Schiller, & Galletta, 2015; Ha, 1996). In addition, intrusiveness has
also been linked with negative attitudes toward the brand and diminished intent to purchase the
advertised product (Van Doorn, Hoekstra & Lett, 2013; Li, Edwards, Lee, 2002). This indicates
that perceptions of intrusiveness have negative implications for advertisers.
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It is posited that perceptions of intrusiveness brought about by interstitial advertising will
be negatively related to attitudes toward the advertisement, the brand, and toward intent to use
the advertised product or service. Therefore, the following hypothesis is proposed:

Hypothesis 1: Perceived intrusiveness will be negatively associated with attitude toward
the advertisement, attitude toward the brand, and behavioral intention.

To the extent that a person finds advertisements intrusive, viewers may choose to avoid
the advertisement all together. Several studies have indicated that higher levels of intrusiveness
have been related to advertisement avoidance (Kim, Soojin, Yi-Hsin, & Marina, 2011; Edwards,
Li & Lee, 2002). It is further hypothesized that intrusiveness will be positively associated with
advertisement avoidance, reducing the recall of advertising content.

Hypothesis 2: Perceived intrusiveness will be positively associated with advertisement
avoidance.

A theoretical framework that parallels the effects of intrusiveness is psychological
reactance (Brehm, 1966). Psychological reactance will be considered in the next section.
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Psychological Reactance

The theory of psychological reactance offers an explanation of how people respond to
restrictions and threats to their behavioral freedoms (Brehm, 1966). The theory contains four
components: freedom, threat to freedom, reactance, and restoration (Brehm, 1966). For a
behavior to be free, the “…individual must have the relevant physical and psychological abilities
to engage in them, and he must know, by experience, by general custom, or by formal
agreement, that he may engage in them” (Brehm, 1966 p. 4).
A threat to one’s freedom can be anything that makes performing the behavior in
question more difficult (Brehm, 1966). An interstitial advertisement that interrupts or delays the
viewing of desired content, threatens the behavioral freedom of the person to some degree.
Threats to a person’s freedom are positively associated with reactance. Reactance can be
defined as a motivational arousal to restore one’s freedoms in response to a restriction or threat
to those freedoms (Brehm, 1972). Reactance has recently been identified as a mixture of anger
and negative cognitions brought on by a threat to freedom (Dillard & Shen, 2005; Shen, 2015).
For instance, Dillard and Shen (2005) found that threat to freedom was high, participants
experienced more perceived threats to freedom, negative cognitive responses, and anger.
Reactance is identified as a latent combination of negative cognitive responses and anger.
The motivational state of reactance leads to several outcomes regarding the restoration of
freedoms. Once reactance has occurred, people try to restore their freedoms either directly or
indirectly (Quick, Shen & Dillard, 2012). Restoration can be directly restored by participating in
the threatened act. For example, if you are told you will not be allowed to buy firearms in the

6
future, you can directly restore freedom by going out and buying a gun. If a freedom cannot be
restored directly, as is the case in interstitial advertising where the desired video cannot be
viewed until the advertisement is over, it may be restored indirectly by rejecting the threat (e.g.,
avoiding the advertisement), devaluing the threat’s source (e.g., forming a less favorable attitude
toward the advertisement or the brand) or “exercising a different freedom to gain a feeling of
control and choice” (e.g., selecting a different activity to perform for the duration of the
advertisement) (Quick, Shen & Dillard, 2012, p. 168).
When a persuasion attempt threatens a freedom, there is potential for a “boomerang
effect” (MacKinnon & Lapin, 1998; Wolburg, 2006; Mann & Hill, 1984; Noguti & Russel,
2014). Instead of producing a favorable attitude about the brand, viewing a commercial could
promote negative attitudes due to the perceived threat to freedom (Morimoto & Macias, 2009;
Redondo, 2012). Devaluing the source of the threat is a likely response if reactance if produced
by interstitial advertising. Spears and Singh (2004) found being forced to view an advertisement
was shown to have a negative influence on attitudes toward the advertisement and the brand.
These attitudes, in turn, influenced intent to purchase.
Psychological reactance has been investigated within advertising contexts for several
decades now (Tucker, 2014; Lee & Lee, 2009; Ha, 1996; Lessne, & Notarantonio, 1988). Quick,
Kam, Morgan, Montero Liberona, and Smith, (2015) found a direct negative association between
freedom threats and negative attitudes brought on by advertisements and Morimoto and Macias
(2009) measured students’ perceptions of unsolicited advertising in the context of email spam.
They found that reactance produced by spam had a negative effect on attitudes toward the
advertisement. They also found that the attitude toward the advertisement affected their attitude
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toward the brand, although there was no direct effect of reactance on attitude toward the brand.
Similarly, Quick and Stephenson (2007) found that, with regard to advertising, persuasiveness
decreased as threat to choice and reactance increased. It is posited that reactance will have
negative effects on attitude toward the advertisement, toward the brand, and on behavioral
intentions. This is presented in Hypothesis 3.

Hypothesis 3: Reactance will be negatively associated with attitude toward the
advertisement, attitude toward the brand, and behavioral intention.

In addition to the indirect forms of restoring freedom, individuals may also seek to restore
freedom more directly by avoiding the content of the advertisement. People with more favorable
attitudes toward an advertisement and brand tend to recall more of the information within the
advertisement, implying lower levels of advertising avoidance (Mehta, 2000). Therefore,
Ipropose the following hypothesis:

Hypothesis 4: Reactance will be positively associated with advertisement avoidance.

The evolving nature of advertising has led researchers to examine the effects of the mere
presence of an advertisement on reactance. Reactance to the presence of advertisements is
affected, in part, by the perceived intrusiveness of the advertisement (Edwards, Li, & Lee, 2002;
Cronin & Menelly, 1992). Intrusiveness has been demonstrated to positively correlate with
reactance (Morimoto & Macias, 2009). Participants in Morimoto and Macias’ study indicated

8
that unsolicited commercial email was intrusive and invoked reactance causing the participants
to hold negative attitudes toward the advertisements and producing the behavioral intention to
avoid the message and by forming negative attitudes toward the advertisement. It was also found
that unfavorable attitudes toward the advertisement were strong predictors of behavioral intent.
It is important to note that although reactance and intrusiveness appear to be similar, they
are two different concepts (Li, Edwards & Lee, 2002). Intrusiveness is an interruption of
cognitive processes (e.g. the degree to which a person finds the disruption as interfering) where
reactance is the psychological arousal that produces feelings of anger as well as negative
cognitions (e.g., the negative thoughts and emotions that are associated with the threat to
freedom. A person may find an advertisement intrusive without perceiving a threat to behavioral
freedom. However, when behavioral freedom is threatened, reactance should be invoked more
strongly as the threat is perceived as more intrusive. It is proposed that perceptions of
intrusiveness will promote reactance.

Hypothesis 5: Reactance will be positively associated with perceptions of intrusiveness.

Interstitial advertising can be problematic for advertisers because interstitial
advertisements may create greater levels of intrusiveness and reactance than more avoidable
forms of advertising. Providing the viewer a choice of advertisements may reduce reactance and
intrusiveness.
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Choice

One way that perceived intrusiveness of an advertisement may be reduced is by
introducing a choice for the individual. CMC allows for individuals to be presented with a choice
of which advertisement they would prefer to watch. This choice could make the selected
advertisement seem less intrusive. Other studies have shown that increased intrusiveness leads to
more negative attitudes toward the brand (Goodrich, Schiller & Galletta, 2015), toward the
advertisement (Varnali, 2014), advertisement avoidance (Kim, Soojin, Yi-Hsin & Sejung
Marina, 2011) and decreased behavioral/purchase intentions (Doorn & Hoekstra, 2013).
Although the research that examines advertisement choice and intrusiveness is virtually nonexistent, Ahn (2014) was able to show that providing a choice of advertisements produced more
favorable reactions to the advertisement (i.e., more positive attitudes toward the advertisement,
purchase intention, attitude toward the brand). These trends suggest that choice may reduce
perceived intrusiveness. I propose the following hypothesis regarding this proposition.

Hypothesis 6: The perceived intrusiveness of an advertisement will be lower when
participants are offered a choice of advertisements than when they have no
choice.

The effect of choice has been shown to enhance perceptions of personal control
(Skowronski & Carlston, 1982). In the context of healthcare, patients with high need for control
reported less discomfort when choosing among placebo treatments as opposed to those not
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having alternatives (Geers, Rose, Fowler, Rasinski, Brown & Helfer, 2013). In other words,
choice promotes more positive dispositions toward potentially unpleasant stimuli. Morimoto and
Micias (2009) found that, within the context of unsolicited email advertisements, increasing
viewers’ control decreases the likelihood of selecting to avoid an advertisement. Within the
context of this study, control refers to the viewers’ ability to choose their online activities.
If a viewer must watch an advertisement, offering a choice of which advertisement to
view should increase the viewer’s perceived behavioral freedom. Shen (2015) was able to show
a negative relationship between choice and the motivational state of psychological reactance.
Additionally, Ahn (2014) supported the idea that having a choice between fictitious, interstitial
online video advertisements for either soap or paper towels led to more positive attitudes toward
the ad, the brand, and purchase intention as well as decreasing reactance. Offering individuals
the choice of which advertisement they will view should serve to reduce reactance. Ioffer the
following hypothesis:

Hypothesis 7: Reactance, as measured by negative cognitions and anger, will be lower
when participants are offered a choice of advertisements than when they have no
choice.

Commitment

Commitment represents the drive people feel to be consistent (Cialdini, 1993).
Individuals experience commitment pressure when they perceive their attitudes and behavior are
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inconsistent.
This phenomena has been explained by Festinger’s (1962) cognitive dissonance theory
that states that people will adjust their behaviors or attitudes so that they both align to reduce
distress caused by perceived incongruences in their thought and behaviors. Choosing one
advertisement over another is to engage in a behavior supporting one of the options. Cognitive
dissonance could be created if the selector then reports unfavorable attitudes toward the chosen
option. Thus, the initial choice could create pressure to adopt attitudes consistent with having
selected that option.
An example of how choice serves to create commitment pressure is the concept of the
foot-in-the-door technique. Freedman and Fraser (1966) found people are more likely to agree to
a larger request when they have previously agreed to a similar, smaller request. The small
behavior is believed to shift attitudes in favor of the behavior. Pressure then exists to behave in a
way consistent with the new attitude.
Applying this technique to a choice of advertisements, the initial small act of choosing
one advertisement over another may increase the favorable attitudes of the person toward the
advertisement and the brand. Within the context of interstitial advertisements, commitment
produced by making a choice may generate more favorable attitudes toward the advertisement
and the brand. As Cialdini (1993, p. 57) notes “Once I have made a choice or taken a stand, will
encounter personal and interpersonal pressures to behave consistently with that commitment.
Those pressures will cause us to respond in ways that justify our earlier decision.
Provided a choice, the individual must perform a behavior that displays preference for
one commercial over the other. More favorable attitudes toward the advertisement and the brand
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would be consistent with the enacted behavior (i.e., choosing to watch the advertisement).
Without a choice, there is little reason for the user to feel accountable for their decision to watch
the commercial.
Cialdini and Trost (1995) assert that the preference for consistency (i.e., PFC) is a
personality trait that involves three domains: internal, public, and others. Internal consistency is
the desire for one’s own thoughts, attitudes and behaviors to be consistent. Public consistency is
our desire to appear consistent to others. Others’ consistency is our desire for others to be
consistent in their ideas, attitudes and behaviors. People with greater preference for consistency
should be more strongly influenced by commitment pressures. It is predicted that PFC will
interact with the presence or absence of choice of advertisements such that those with choice
who are high in PFC will feel the most commitment pressure. This is stated in the following
hypothesis.

Hypothesis 8: Choice and internal preference for consistency will interact so that people
high in preference for internal consistency who are given a choice of
advertisements will produce the most favorable attitudes toward the
advertisement, attitudes toward the brand, and the greatest behavioral intention
compared to those low in need for control or those with no choice of
advertisement.

2. METHOD

Pretest

Grocery store commercials were selected as the potential stimulus materials. Grocery
stores were selected because they display consistent features across advertisements for a
universally used service. In addition, because commercials from different regions could be
employed, it was possible to select advertisements the participants were unlikely to be familiar
with.
Commercials were selected that were similar in content and from regions far from the
data collection. Pretests were conducted on 37 participants to measure their attitude toward the
advertisement and the store after viewing the advertisement for each store. The advertisements
selected as the stimuli (i.e., Remke and Times) did not produce significant differences in
attitudes toward the advertisement or attitude toward the store following viewing of the
commercials. In addition, participants indicated they were unfamiliar with the stores.

Participants

Participants in the study were drawn from a communication course at a large Midwestern
university. There were 101 participants. The ages of the participants ranged from 19 to 46 and
the mean age was 22.44, SD = 3.86. Forty-five participants were female and 56 were male. Of
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the participants 55 were Caucasian, 30 were African American, and the remainder identified
another ethnicity. Participants were offered extra credit in a large communication lecture class
for their participation.

Procedures

Participants were recruited to a laboratory setting. Each participant was instructed that
they would be viewing a video of their choosing from among 5 preselected videos. Prior to the
video, participants were presented with an interstitial advertisement. Some participants were
presented with no choice regarding which advertisement they would watch. Others were
provided the option of selecting between two advertisements. After viewing the interstitial
advertisement, participants completed a brief survey assessing their reactions to the commercial.
After completing the survey items, participants watched the video. After watching the video,
participants filled out the measure of preference for consistency, demographic measures and
attitudes toward the video.

Measurement

Intrusiveness

Perceived intrusiveness was measured using six items on a seven-point Likert scale
validated by Li, Edwards, and Lee (2002). The six items include perceptions that the
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advertisement was distracting, disturbing, interfering, intrusive, invasive, and obtrusive. The
scale was created to measure intrusiveness in popup advertisements and they found the scale to
be valid and internally consistent. Overall, the measure was reliable, M = 2.29, SD = 1.22, α
= .85.

Reactance

Dillard and Shen (2005) argue that reactance can be measured by assessing participants’
anger and negative cognitive responses. Their measures are employed to assess reactance in this
study.
Anger. A four item scale measuring anger, validated by Dillard and Shen (2005)
was used. A five-point response scale was used to measure four items indicating how the
participants felt about the advertisement after watching it. Participants were prompted to
respond to each of the four items (irritated, angry, annoyed and aggravated) by indicating “to
what extent did this advertisement make you feel the following?” (0 = “none of this feeling” and
4 = “a great deal of this feeling”). Overall, the measure was reliable, M = 1.54, SD = 0.80, α
= .82.
Cognitive responses. Cognitive responses were measured in the form of an
open-ended question that asked the participants to “list all of your thoughts about the
advertisement”. The participants were then asked to indicate which thoughts were positive,
which were negative and which were neutral. Negative thoughts were coded -1 and positive
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thoughts were coded 1. Overall valence was calculated by summing cognitive responses, M =
1.54, SD = 2.26, range = -3 to 6.

Attitude toward advertisement

Madden, Allen and Twible (1988) developed a scale to measure attitude toward the
advertisement. It was a seven-point semantic differential scale with six items. The items
include: pleasant/unpleasant, likable/unlikable, interesting/ boring, tasteful/tasteless,
artful/artless, and good/bad. Overall, the measure was reliable, M = 4.56, SD = 1.21, α = .80.

Attitude toward brand

Spears and Singh (2004) developed a valid test of attitude toward the brand and purchase
intentions. The scale for attitude toward the brand is five item seven-point semantic differential.
The items include: Unappealing/appealing, bad/good, Unpleasant/pleasant,
Unfavorable/favorable, and Unlikable/likable. Overall, the measure was reliable, M = 5.06, SD =
1.22, α = .89.

Behavioral intention

Spears and Singh (2004) developed a valid measure of purchase intention. A five item,
seven-point semantic differential scale was used to measure purchase intention. In order to fit

17
the experiment, items were modified from: Never/definitely, definitely do not intend to
buy/definitely intend to buy, very low purchase interest/very high purchase interest, definitely
not buy it/definitely buy it, probably not buy it/probably buy it; to Never/definitely, definitely do
not intend to shop there/definitely intend to shop there, very low interest in shopping there/very
high interest in shopping there, definitely not shopping there/definitely shopping there, probably
not shopping there/probably shopping there. Overall, the measure was reliable, M = 4.66, SD =
1.58, α = .94

Preference for consistency

A reliable measurement for preference for consistency was validated by Cialdini and
Trost (1995) in the Preference for Consistency Scale (PFC). The Preference for ConsistencyBrief Scale (PFC-B) is an abbreviated, 9-item version that is highly correlated with the original
18-item scale. The PFC-B scale has been shown to reliably function in the place of the PFC
scale. It is a nine item measure ranging from “strongly disagree” to “strongly agree” Sample
items include “I typically prefer to do things the same way”, “I want my close friends to be
predictable” and “I make an effort to appear consistent to others”. Overall, the measure was
marginally reliable, M = 6.35, SD = 1.06, α = .64.
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Advertisement Avoidance

Participants were presented with a 10 item measure reflecting their memory of the
content of the advertisement. The number of items incorrectly identified as present or not present
represent a measure of their behavior. That is, it is a measure of whether they actually paid
attention to the advertisement. Low scores reflect fewer errors, M = 6.39, SD = 1.90.

3. RESULTS

Preliminary tests revealed that the advertisement viewed and sex of participant had
significant effects on some variables. Therefore, advertisement watched and sex of participant
are included as control variables in the analyses. Correlations among variables are presented in
Table 1.

Table 1: Correlations among variables

Attitude to Ad
Attitude to Brand
Behavioral Intent
Preference for Consistency
Ad Avoidance
Intrusiveness
Thought Valence
Anger
* Significant at p < .05

AA

AB

BI

PFC

AVD INT

TV

ANG

1.00

.58*

.45*

-.13

-.14

-26*

.49*

-.46*

1.00

.66*

.02

-.01

-.30* .51*

-.32*

1.00

.10

-.03

-.18

.42*

-.23*

1.00

-.08

-.06

-.03

.00

1.00

-.02

-.07

-.04

1.00

-.22* .44*
1.00

-.41*
1.00
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Reactance

Cognitive responses

The effect of choice on cognitive responses was measured using an ANOVA design. A 2
(Choice: no choice vs. choice) x 2 (Sex: Women vs. men) x 2 (Advertisement: Times vs. Remke)
ANOVA was performed with cognitive responses as the dependent variable (see Table 2 for
means and standard deviations).

Table 2: Cognitive Responses predicted by choice, advertisement, and sex

Women

Men

M

SD

N

M

SD

3.16

10

2.28

3.09

14

1.46

19

N
No Choice

Times

1.40

Remke

-1.67 1.86

6

0.42

Times

2.92

2.40

14

0.84

2.23

13

Remke

1.60

2.09

15

0.60

2.41

10

Choice
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The main effect for choice approached a significant effect, F (1, 93) = 3.17, p = .07,
partial η2 = .03. There was a non-significant tendency for choice, M = 1.57, SD = 2.38, to
produce more positive cognitions than the no choice condition, M = 0.89, SD = 2.67. The main
effect for advertisement was significant, F (1, 93) = 10.73, p < .05, partial η2 = .10. People had
more positive cognitions when watching the Times, M = 1.92, SD = 2.77, than the Remke
advertisement, M = 0.56, SD = 2.10. The main effect for sex was not significant, F (1, 93) =
0.01, p > .05, partial η2 < .01. Men, M = 1.01, SD = 2.36, and women, M = 1.53, SD = 2.75,
reported similar levels of cognitive responses. A significant choice x sex interaction also
emerged, F (1, 93) = 9.29, p < .05, partial η2 = .09 (see Table 2 for means and standard
deviations). None of the other interactions were significant.
Exploring the interaction between choice and sex reveals women reported significantly
fewer positive cognitions when they had no choice, M = 0.25, SD = 3.08, than when they had a
choice of advertisements, M = 2.25, SD = 2.30. Scores did not differ significantly for men
(choice: M = 0.73, SD = 2.26; no choice: M = 1.21, SD = 2.44). Hypothesis 7 receives partial
support.

Anger

The effect of choice on anger was tested using an ANOVA design. A 2 (Choice: no
choice vs. choice) X 2 (Sex: women vs. men) X 2 (Advertisement: Times vs. Remke) ANOVA
was conducted with anger as the dependent variable (see Table 3 for means and standard
deviations).
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The main effect for choice was not significant F (1,93) = .34, p > .05, Partial η2 < .01.
Participants reported similar levels of anger when they had a choice M = 1.51, SD = .77 and
when they had no choice M = 1.61, SD = .80. There was no significant main effect for
advertisement F (1, 93) = 2.62, p > .05, partial η2 = .02. There was a similar level of anger
whether the participants viewed the Times advertisement M = 1.49, SD = .75 or the Remke
advertisement M = 1.64, SD = .82. Sex did not produce a significant main effect F (1,93) = 3.11,
p >.05, partial η2 = .03. The level of anger among men M = 1.71, SD = .90 and women M =
1.38, SD = .57 was similar.

Table 3: Anger predicted by choice, advertisement, and sex

Women

Men

M

SD

N

M

SD

N
No Choice

Times

1.07

.16

10

1.89

.98

14

Remke

2.04

.55

6

1.56

.80

19

Times

1.30

.61

14

1.59

.72

13

Remke

1.40

.54

15

1.90

1.19

10

Choice
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There was a significant choice x advertisement x sex interaction, F (1,93) = 3.19, p < .05,
partial η = .05. Examination of cell means (see Table 3) reveals that providing participants with
a choice of advertisements influenced anger for women watching the Remke advertisement.
When offered a choice, women tended to experience less anger after viewing the Remke
advertisement than did when they had no choice. Hypothesis 7 received additional partial
support.

Intrusiveness

The effect of choice on intrusiveness was measured using an ANOVA design. A 2
(Choice: no choice vs. choice) x 2 (Sex: women vs. men) x 2 (Advertisement: Times vs. Remke)
ANOVA was conducted with intrusiveness as the dependent variable (see Table 4 for means and
standard deviations).
There was no significant main effect for choice F (1,93) = .00, p >.05, partial η2 < .01.
Participants found the advertisements similarly intrusive in the choice condition M = 2.25, SD =
1.07, as the no choice condition, M = 2.29, SD = 1.26. Advertisement did not produce a
significant main effect, F (1,93) = .397, p > .05, partial η2 = .00. Times M = 2.27, SD = 1.24 was
perceived similarly intrusive to Remke M = 2.26, SD = 1.10. There was a significant main effect
of sex, F (1,93) = 6.34, p < .05, partial η2 = .06. Women found the advertisements to be less
intrusive M = 1.93, SD = 1.02 than did men M = 2.54, SD = 1.21.
There were two significant interactions. Advertisement and sex significantly interacted
to effect intrusiveness, F (1,93) = 4.02, p <.05, partial η2 = .04. The choice x advertisement x
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sex interaction was also significant, F (1,93) = 5.08, p < .05, partial η = .05 (see Table 4 for
means and standard deviations). The three-way interaction is explored more fully. Men perceived
more intrusiveness than women for all conditions except the no choice condition with the Remke
advertisement. No support emerged for hypothesis 6.

Table 4: Intrusiveness predicted by choice, advertisement, and sex

Women

Men

M

SD

N

M

SD

N
No Choice

Times

1.45

.78

10

2.95

1.60

14

Remke

2.63

1.60

6

2.14

.77

19

Times

1.92

.95

14

2.55

.91

13

Remke

1.97

.86

15

2.71

1.52

10

Choice
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Attitude toward the Advertisement

In order to explore the predictive power of reactance, intrusiveness, and consistency on
attitudes toward the advertisement, a stepwise regression analysis was performed. In the first
step, sex and advertisement watched were entered as control variables. In the second step,
attitude toward the advertisement was regressed onto the measures of reactance (i.e., cognitive
response and anger), intrusiveness, preference for consistency and choice as well as the two way
interaction terms.
The first step of the regression produced a significant effect, R² = .07, p < .05. The
second step produced a change in R² = .42, p < .05, that was also significant. The partial
correlation for sex was significant β = -.48, p < .05, as were the partial correlations for the choice
by intrusiveness, β = -.50, p < .05 and choice by cognitive response, β =.48, p < .05, interactions.
The interactions were explored by examining the zero order correlations between
cognitive response and attitude toward the advertisement and intrusiveness and attitude toward
the advertisement for the choice and no choice conditions. When there was no choice of
advertisements, the correlation between cognitive responses and attitude toward the
advertisement was significant and positive, r =.63, p < .05. When there was a choice of
commercials the correlation between cognitive responses and attitude toward the advertisement
was significant and positive, r = .31, p < .05, providing partial support for hypothesis 3. The
difference between correlations with and without choice is significant, z = 2.04, p < .05.
When there was a choice of commercials the correlation between intrusiveness and
attitude toward the advertisement was significant, r = -.49, p < .05. With no choice the
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correlation between intrusiveness and attitude toward the advertisement was not significant, r =
-.08, p > .05, providing partial support for hypothesis 1. The difference between correlations with
and without choice is significant, z = 2.21, p < .05.

Attitude toward the Store

In order to explore the predictive power of reactance, intrusiveness and consistency on
attitudes toward the brand, a stepwise regression analysis was performed. In the first step, sex
and advertisement watched were entered as control variables. In the second step, attitude toward
the store was regressed onto the measures of reactance (i.e., cognitive response and anger),
intrusiveness, preference for consistency and choice as well as the two way interaction terms.
The first step of the regression produced a significant effect, R² = .08, p < .05. The
second step produced a significant change in R² = .33, p < .05. Partially supporting hypothesis 3,
the partial correlation for anger, β = -1.73, p < .05, was significant. The partial correlation for
sex, β = .18, p = .05, was significant. The partial correlation for the choice x intrusiveness
interaction, β = -.47, p = .05, was also significant.
The interaction was explored by examining the zero order correlations between attitude
toward the store and intrusiveness for the choice and no choice conditions. When there was no
choice of commercials, the correlation between intrusiveness and attitude toward the store was
not significant, r = -.18, p > .05. When there was a choice of advertisements the correlation
between intrusiveness and attitude toward the brand was significant and negative, r = -.45, p
< .05. When participants had a choice of advertisements, intrusiveness affected attitudes toward
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the store providing further partial support for hypothesis 1. The difference between correlations
with and without choice approached significance, z = 1.47, p = .07.

Behavioral Intent

In order to explore the predictive power of reactance, intrusiveness and consistency on
behavioral intent, a stepwise regression analysis was performed. In the first step, sex and
advertisement watched were entered as control variables. In the second step, behavioral intent
was regressed onto the measures of reactance (i.e., cognitive response and anger), intrusiveness,
preference for consistency and choice as well as the two way interaction terms.
The first step of the regression produced a significant effect, R² = .04, p < .05. The
second step produced a significant change in R² = .23, p < .05. However, none of the partial
correlations or interactions were significant. Hypotheses 1 and 3 did not receive any further
support.

Preference for Consistency

It was hypothesized that choice and preference for consistency would interact to predict
attitudes toward the advertisement, toward the store, and behavioral intent. The choice x
preference for consistency interaction was not significant for attitudes toward the advertisement
β = .204, p > .05, attitude toward the brand β = .07, p >.05, and behavioral intention β = .387, p
>.05. Hypothesis 8 was not supported.
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Advertisement Avoidance

In order to explore the predictive power of reactance, intrusiveness and consistency on
advertisement avoidance, a stepwise regression analysis was performed. In the first step, sex and
advertisement watched were entered as control variables. In the second step, advertisement
avoidance was regressed onto the measures of reactance (i.e., cognitive response and anger),
intrusiveness, preference for consistency and choice as well as the two way interaction terms.
The effects of choice, anger, thought valence, intrusiveness, and preference for
consistency on advertisement avoidance was measured using regression analysis. The first step
produced a significant effect, R2 = .26, p < .05. The second step did not produce a significant
effect for the overall regression, R2 = .41, p > .05, nor any significant partial correlations.
Hypotheses 2 and 4 did not receive any support.

4. DISCUSSION

Intrusiveness

It was predicted that intrusiveness would be negatively associated with attitudes toward
the brand, attitudes toward the advertisement, behavioral intention and positively associated with
advertisement avoidance. This study found that intrusiveness did have an effect on intrusiveness,
however it was a conditional effect. Only when participants were offered a choice of
advertisements, participants found that intrusiveness decreased their attitudes toward the
advertisement and attitudes toward the brand. This finding partially reflects the effects found in
other studies for attitudes toward the advertisement (Goodrich, Schiller, & Galletta, 2015; Ha,
1996) and attitude toward the brand (Van Doorn, Hoekstra & Lett, 2013; Li, Edwards, Lee,
2002). Behavioral intention was not shown to be effected by intrusiveness contrary to
predictions made based on prior studies (Van Doorn, Hoekstra & Lett, 2013; Li, Edwards, Lee,
2002). Advertisement avoidance has also been shown to result from perceptions of intrusiveness
(Kim, Soojin, Yi-Hsin, & Marina, 2011; Edwards, Li & Lee, 2002) though no effects of
intrusiveness on advertisement avoidance was evident in this study.
Furthermore, it was predicted that intrusiveness would decrease when participants had a
choice of advertisements. Although Ahn (2014) was able to show support for choice’s ability to
increase attitudes toward the advertisement and brand as well as increase behavioral intention
and advertisement avoidance, variables that have been shown to be negatively associated with
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intrusiveness, this study found no association between choice and levels of intrusiveness.
Intrusiveness was also found to be associated with reactance (Edwards, Li, & Lee, 2002; Cronin
& Menelly, 1992, Morimoto & Macias, 2009). This relationship was present in this study.

Reactance

This study predicted that, in line with previous research, reactance would also show
negative relationships with attitudes toward the advertisement (Quick, Kam, Morgan, Montero
Liberona, and Smith, 2015) and attitudes toward the brand by way of the attitude toward the
brands relationship with attitude toward the advertisement (Morimoto and Macias, 2009). This
study showed similar results in that reactance, as measured by cognitive responses and anger, did
have an effect on participant’s attitudes. Attitudes toward the advertisement were shown to be
positively associated with cognitive responses. When participants experienced more positive
thoughts, they held more positive attitudes toward the advertisement. Anger was shown to have
a negative association with attitudes to the brand. Although this study predicted that purchase
intention would be negatively associated with reactance and advertisement avoidance (Morimoto
and Micias, 2009) would be positively associated with reactance, no evidence was found to
support those predictions.
It was also predicted that choice would reduce reactance based on prior research (Shen,
2015, Ahn, 2014). Conditional evidence in this study supported this prediction. When women
were offered a choice of advertisements, they experienced an average of two more positive
cognitions than those without a choice. It is important to note that the main effect for choice on
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cognitive responses approached significance. Also, when women had a choice of advertisements
and they watched the less favorably viewed advertisement, they experienced less anger.
It is possible that these effects were only found for women due to the nature of the
advertisement. Women may find grocery stores to be more of a high involvement decision and
therefore may place more importance on the advertisements. Ahn (2014) demonstrated this
showing that higher involvement decisions produced less reactance.

Consistency

A person’s preference for consistency has been shown to be a personality trait (Cialdini &
Trost, 1995). When people make a choice, they are motivated to behave consistently with that
choice (Cialdini, 1993). It was predicted that a person who has a high level of preference for
consistency and has a choice of advertisements would experience more favorable attitudes
toward the advertisement, attitudes toward the brand and purchase intentions. This study did not
provide any evidence for this prediction. It is believed that the measure of preference for
consistency may have been somewhat unreliable. The measure received only moderate validity.
Additionally, the context of this study relates mostly to internal preference for consistency, which
included only two measures. Future studies should consider a different scale for measuring
preference for consistency.
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Limitations

A limitation in this study was a lack of statistical power. More data may reconcile results
that approached significance such as the effect of choice on cognitive responses.
Students received points in their communication class for their academic contribution as a
result of their participation in the experiment. It is possible that the motive for the activity or the
satisfaction of the reward for their participation affected their responses. A more realistic
experimental design with a more limited, or no incentive may produce more favorable results for
the hypotheses in this paper.

Directions for future research

Future research may benefit from offering a choice of advertisements that are perceived
as different. Choosing between commercials that are perceived as different or for different types
of products/brands may amplify consistency effects by comparison.
Exploration of the effects of adding more options to choose from would benefit the body
of research on choice in advertising. It is possible that two alternatives are not enough to
increase the perception of freedoms. Offering three or more alternatives may decrease reactance
and intrusiveness.
Future research may also consider involvement when investigating the interactions
between sex, type of advertisement, and choice on levels of intrusiveness and reactance to
advertisements. Women and men tend to react differently to advertisements with respect to
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intrusiveness and reactance and that difference may be further clarified through levels of
reported involvement.

Conclusion

New forms of technology may enable advertisers to change a person’s experience when
viewing online interstitial advertisements. It was proposed in this study that choice would play a
role in reducing negative reactions to these advertisements. This study provided some support
for this claim, although it was conditional. We found that choice may reduce negative reactions
to advertising depending on the characteristics of the viewer and the advertisement itself.
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Video watched: ____________

Advertisement watched: _________

Please List all of your thoughts about the advertisement. Write only one
idea per line.
___________________________________________________________________
___________________________________________________________________
___________________________________________________________________
___________________________________________________________________
___________________________________________________________________
___________________________________________________________________
___________________________________________________________________
___________________________________________________________________
___________________________________________________________________
___________________________________________________________________
___________________________________________________________________
___________________________________________________________________
Please review your written thoughts and indicate which thoughts were positive
and which were negative. You may do this by writing a “+” sign next to a
thought that is positive and a “-“ next to a thought that is negative.
EX. ___The advertisement seemed offensive___________-__________________
EX. ___The advertisemtent made me laugh
_______+__________________
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1. The advertisement threatened my freedom to choose.
O

O

O

Strongly
Disagree

O

O

O

Neither Disagree
nor agree

O
Strongly
Agree

2. The advertisement tried to make a decision for me.
O

O

O

Strongly
Disagree

O

O

O

Neither Disagree
nor agree

O
Strongly
Agree

3. The advertisement tried to manipulate me.
O

O

O

Strongly
Disagree

O

O

O

Neither Disagree
nor agree

O
Strongly
Agree

4. The advertisement tried to pressure me.
O

O

O

Strongly
Disagree

O

O

O

Neither Disagree
nor agree

O
Strongly
Agree

5. The advertisement was distracting.
O

O

O

Strongly
Disagree

O

O

O

Neither Disagree
nor agree

O
Strongly
Agree

6. The advertisement was disturbing.
O
Strongly
Disagree

O

O

O
Neither Disagree
nor agree

O

O

O
Strongly
Agree
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7. The advertisement was interfering.
O

O

O

Strongly
Disagree

O

O

O

Neither Disagree
nor agree

O
Strongly
Agree

8. The advertisement was intrusive.
O

O

O

Strongly
Disagree

O

O

O

Neither Disagree
nor agree

O
Strongly
Agree

9. The advertisement was invasive.
O

O

O

Strongly
Disagree

O

O

O

Neither Disagree
nor agree

O
Strongly
Agree

10. The advertisement was obtrusive.
O

O

O

Strongly
Disagree

O

O

O

Neither Disagree
nor agree

O
Strongly
Agree

To what extent did this advertisement make you feel the following:
11. Irritated
O

O

O

O

None of this
Feeling

O
A Great Deal of
this Feeling

12. Angry
O
None of this
Feeling

13. Annoyed

O

O

O

O
A Great Deal of
this Feeling
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O

O

O

O

O

None of this
Feeling

A Great Deal of
this Feeling

14. Aggravated
O

O

O

O

O

None of this
Feeling

A Great Deal of
this Feeling

The advertisement was…
15.

Pleasant O

O

O

O

O

O

O Unpleasant

16.

Likable O

O

O

O

O

O

O Unlikable

17. Interesting O

O

O

O

O

O

O Boring

18.

Tasteful O

O

O

O

O

O

O Tasteless

19.

Artful O

O

O

O

O

O

O Artless

20.

Good O

O

O

O

O

O

O Bad

The grocery store in the advertisement was…
21. Unappealing O

O

O

O

O

O

O Appealing

22.

Bad O

O

O

O

O

O

O Good

23.

Unpleasant O

O

O

O

O

O

O Pleasant

24. Unfavorable O

O

O

O

O

O

O Favorable
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25.

Unlikable O

O

O

O

O

O

O Likable

If you were on vacation and needed to shop at a grocery store and you did not
recognize any other stores, indicate the likelihood that you would choose to
shop at this store.
26.

Never O

27. Definitely do
not intend O
to shop there
28.

29.

30.

Very low
interest in O
shopping
there

O

O

O

O

O

O

O

O

O

O

O

O

O

O Definitely

O

Definitely
O intend to
shop there
very high
O interest in
shopping
there

O

Definitely not O
shopping there

O

O

O

O

O

O Definitely
shopping there

Probably not O
shopping there

O

O

O

O

O

O Probably
shopping there

For the following items, select the answer that best reflects your preferences.
31.

I typically prefer to do things the same way

1
2
3
4
5
6
7
8
9
Strongly Disagree Somewhat Slightly Neither Slightly Somewhat Agree Strongly
Disagree
Disagree Disagree Disagree Agree Agree
Agree
Nor
Agree
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32. I want my close friends to be predictable
1
2
3
4
5
6
7
8
9
Strongly Disagree Somewhat Slightly Neither Slightly Somewhat Agree Strongly
Disagree
Disagree Disagree Disagree Agree Agree
Agree
Nor
Agree
33. I make an effort to appear consistent to others
1
2
3
4
5
6
7
8
9
Strongly Disagree Somewhat Slightly Neither Slightly Somewhat Agree Strongly
Disagree
Disagree Disagree Disagree Agree Agree
Agree
Nor
Agree
34. It is important to me that those who know me can predict what I will do
1
2
3
4
5
6
7
8
9
Strongly Disagree Somewhat Slightly Neither Slightly Somewhat Agree Strongly
Disagree
Disagree Disagree Disagree Agree Agree
Agree
Nor
Agree
35.

I want to be described by others as a stable, predictable person

1
2
3
4
5
6
7
8
9
Strongly Disagree Somewhat Slightly Neither Slightly Somewhat Agree Strongly
Disagree
Disagree Disagree Disagree Agree Agree
Agree
Nor
Agree
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36.

The appearance of consistency is an important part of the image I
present to the world

1
2
3
4
5
6
7
8
9
Strongly Disagree Somewhat Slightly Neither Slightly Somewhat Agree Strongly
Disagree
Disagree Disagree Disagree Agree Agree
Agree
Nor
Agree
37.

An important requirement for any friend of mine is personal consistency

1
2
3
4
5
6
7
8
9
Strongly Disagree Somewhat Slightly Neither Slightly Somewhat Agree Strongly
Disagree
Disagree Disagree Disagree Agree Agree
Agree
Nor
Agree
38. It is important to me that others view me as a stable person
1
2
3
4
5
6
7
8
9
Strongly Disagree Somewhat Slightly Neither Slightly Somewhat Agree Strongly
Disagree
Disagree Disagree Disagree Agree Agree
Agree
Nor
Agree
39.

It doesn’t bother me much if my actions are inconsistent

1
2
3
4
5
6
7
8
9
Strongly Disagree Somewhat Slightly Neither Slightly Somewhat Agree Strongly
Disagree
Disagree Disagree Disagree Agree Agree
Agree
Nor
Agree

46

Please circle (T) True or (F) False to indicate your response to each statement.
40. T F A greeter welcomed a customer to the store in the advertisement
41. T F There was dog food on the shelves in the advertisement
42. T F A teenage girl was helped by a cashier in the advertisement
43. T F There was a cheese display in the advertisement
44. T F The advertisement showed a customer buying charcoal
45. T F The advertisement showed a grandfather with his granddaughter
46. T F A magazine display was shown in the advertisement
47. T F There was no produce section shown in the advertisement
48. T F The advertisement included a floral section
49. T F The advertisement shows images of the seafood section

50. Why did you choose the advertisement that you viewed?

Please circle the appropriate number reflecting your impression of the music
video you watched.
51.

Bad 1

2

3

4

5 Good
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52. Not pleasant 1

2

3

4

5 Pleasant

53.

Enjoyable 1

2

3

4

5 Unenjoyable

54.

Entertaining 1

2

3

4

5 Not entertaining

55.

Engaging 1

2

3

4

5 Unengaging

56.

Sad 1

2

3

4

5 Happy

57.

Depressing 1

2

3

4

5 Uplifting

58.

Joyful 1

2

3

4

5 Unhappy

59.

Gloomy 1

2

3

4

5 Not gloomy

Answer the following questions as if the video you watched had to include the
commercial.
60. I would share this video with a friend
Strongly agree

1

2

3

4

5 Strongly disagree

3

4

5 Strongly disagree

4

5 Strongly disagree

61. This is a link I would share with others
Strongly agree

1

2

62. I would not share this video with anyone
Strongly agree

1

2

3

63. This is the type of video I would share with friends
Strongly agree

1

2

3

4

5 Strongly disagree
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64. This is a video I’d like my friends to see
Strongly agree

1

2

3

4

5 Strongly disagree

Demographic information
Age: ______
Sex: M / F
Ethnicity: African
American

Asian
American

Dominant Hand: Right / Left
Academic Major: ________________

Caucasian
American

Latino/a
American

Other
American

